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A STUDY OF CONSUMER ACCEPTANCE OF A




Dr. Eugene Fram, Professor of Marketing
Rochester Institute of Technology
ABSTRACT
This research study focuses upon Credit Cards and a proposed
verification method to reduce the risk of fraudulent use. It is antici
pated that the proliferation and growing use of credit cards will require
the use of security concepts offering built-in point of use protection that
is automatic and reliable. A suggested concept is the use of a combined
electronic credit card and a memory device. The proposed verification
technique combines a user electronic credit card and memory number
along with a simple imprinter which would be operated by the person
accepting the credit card.
Credit cards have become a widely accepted instrument of
credit in the United States, and are a prime mover in the trend toward
a "cashless society". It is estimated that there are 300 million cards
in use today; growing at a rate of about 20 percent per year. Their
increased usage and acceptance portends considerable change in credit
instruments of many segments of the business world. It is also
antici-
-6-
pated that the problem of theft and unauthorized use will increase in
proportion equal to or greater than the card growth. Thus, credit card
user verification will become a most important factor in the trend to
ward a cashless society.
In anticipation of the credit card user verification problem,
the American Bankers Association established a Credit Card Verifica
tion Committee in 1967 under the direction of Mr. Norman McClave, Jr. ,
a Senior Vice President of Chicago Northern Trust Company, and Mr.
Bernard Ellis of the American Bankers Association. On July 1, 1967
a Verification Criterion was written. It established two levels of iden
tification, the present "honest
face"
level which would accept the same
risks as are now prevailing using a credit card which carries only a
name, and a second level which would minimize or eliminate the risks
by introducing an additional verification techinque to be used in con
junction with the present "honest
face"
level. The American Bankers
Association suggested verification requirements include public accept
ance, permanency, self-contained (single card), no duplication, machine
processable without the help of any other individual, 100% accuracy, in
expensive, and adaptable to high-speed processing.
Prior to this Research Study, the provisions of the original 1967
Verification Criterion were reconfirmed in a May 26, 1970 letter from
Mr. Bernard Ellis, Project Coordinator for the American Bankers
7-
Association.
The proposed credit card verification technique in this study
was specifically designed to meet the majority of requirements in the
American Bankers Association Verification Criterion. This research
was undertaken to determine the attitude of a present credit card user
toward the proposed verification technique which utilized an electronic
credit card, a user memory number, and a simple imprinter . In
accordance with the American Bankers Association recommendations,
the study was also designed to determine if the card owner telephone
number or social security number would be acceptable as the card
memory number. The Group Depth
Interview,2
a situation where
information is sought from a number of interacting individuals at the
same time, using a combination of probing and direct inquiry techniques,
was chosen as the research vehicle for the study. It was conducted
using twelve sub-groups representing a demographic composition of
the United States population.
A hypothesis was established which would measure the accept
ance of the proposed credit card system. Sub -hypotheses were estab
lished to measure the acceptance of a telephone number or a social
security number to be
used by the individual when presenting the credit
card for use.
1. Correspondence from Mr. Bernard Ellis and ABA Verification
Criterion are included in Appendix.
2. Alfred E. Goldman, "The Group Depth Interview", Journal of
Marketing, Vol. 26, July 1962, p. 61
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The Group Depth Interview sessions were conducted by a mod
erator who referred to a pre-planned script to introduce the subject of
credit cards and to elicit group participation in answering nine open
ended questions. The sessions were tape recorded to investigate per
sonal depth of feeling and to record the changing attitudes of group
members under the influence of group dynamics.
Research conclusions from this study, as determined from a
73 person, twelve demographic group sample, indicated that the major
ity of credit card users would accept the proposed system which would
reduce the risk of fraudulent use by combining an electronic credit card
with an owner social security memory number. Results of the study
also showed that the combined credit card user group and non-user
group would also accept the proposed system.
-9-
A STUDY OF CONSUMER ACCEPTANCE OF A
NO -LOSS CREDIT CARD VERIFICATION SYSTEM








Credit card fraud is an issue which becomes more critical each
year in the United States and around the world. In 1969, thieves stole
an estimated 300,000 to 500,000 credit cards in the United States, and
made more than $100, 000, 000 in fraudulent purchases.
1
In Washington
D.C., Riggs National Bank says its Central Charge Service lost over
$1, 000,000 in the first nine months of 1970 from large -scale thefts of
credit cards, with a $700,000 loss in 1969.
2
A Senate Banking and Currency Committee which held credit
card hearings during 1970, estimated that there are now 300 million
credit cards in circulation in the United States, and further that another
hundred million are being added each year.
3 The present loss ratio is
approximately twenty-five cents per card in circulation today, and
three dollars loss per card stolen. The losses are significant now,
and will become more so in terms of total dollars as a result of the
20-25 percent annual growth rate in numbers of credit cards.
Credit card issuance in the United States covers a broad segment
of business activity. There are four major types of credit or charge
cards available to an individual; those issued by national gasoline
companies for the purchase of automotive products, those issued to
1. Paul W. Valentine, "Who Pays Credit Card Loss", Rochester
Democrat and Chronicle, September 20, 1970, Section C, P. 1
2. Liz Roman Gallese, "Buy Now, Pay Never", Wall Street Journal,
November 18, 1970, P. 1
3. Paul. W, Valentine, "Who Pays Credit Card Loss", Rochester
Democrat and Chronicle, September 20, 1970, Section C, P. 1
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cover travel and entertainment charges, those issued by banks operating
in consortium, and department store charge cards. The cards are used
for the purchase of consumer products and services ranging from
low-
cost items to those selling for hundreds of dollars.




























?Estimated at 31.6 million for 1970, Gallese, Wall Street Journal,
November 18, 1970, p. 1
To a present credit card holder, the growing theft problem is
very real. There are many
sensational newspaper stories about the
fellow who stole a credit card and flew around the world, living in the
lap of luxury. Every reader is seen to recoil in fear that his lost card
1. Staff Article "The Santa Claus That Makes You Pay", Business
Week, December 20, 1969, P. 76
12
could provide the same luxury trip for another glaring example of
fraudulent use. The final determination of who pays is seldom pub
lished, since most financial institutions and gasoline companies who
issue credit cards guard their loss figures jealously, and will not
divulge them. "The banks tell us they absorb most of the fraudulent





staff member of the Senate Banking and Currency
Committee which held extensive hearings early in 1970 on legislation
to prohibit unsolicited mailings of credit cards, and to limit customer
liability for lost or stolen cards to $50 per card. A subsequent
public law was signed by President Nixon late October 1970.
The issue then is not so much who pays for the losses due to
fraudulent credit card use, but a method of significantly reducing the
probabilities of fraudulent use, because a credit card loss not charged
to the individual must then be apportioned to all of the users. A recent
committee
report2
on the credit card bill sponsored by Senator William
Proxmire (D. Wisconsin), indicated during 1967 the
banks'
loss ratio
for Bank Cards was about 2 percent of dollar transactions. Since the
bank earns an annual rate of 18 percent on Bank Credit Card business
(one and one -half percent on the unpaid monthly balance) as well as an
additional 4-5 percent from discounting the participating
merchants'
1. Valentine, "Who Pays Credit Card Loss", Rochester Democrat
and
Chronic1
\ September 20, 1970, Section C, P. 1
2. Staff Article,. "The Santa Claus That Makes You Pay", Business
Week, Dece doer 20, 1969, P. 77
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bill, a 2 percent loss can easily be absorbed. Investigation conducted
by Senator Proxmire's committee revealed that fraud losses have in
creased five times since 1966, to the presently estimated 100 million
dollar level.
If a credit card is lost or stolen, it has been the practice of the
industry that the card owner must notify the issuing company within 24
hours. As a result of the loss implications, several companies have
organized to provide an insurance service against loss. They serve
by becoming a Credit Card Service Bureau who will notify a client's
credit card issuing companies of the loss of a specific card.
It was against the background of existing and anticipated credit
card fraudulent use that the American Bankers Association published a
Credit Card Verification Criteria on July 1, 1967.
*
This was the work
of the association's Credit Card Verification Committee under the di
rection of Mr. Norman McClave of Chicago Northern Trust Company
and Mr. Bernard Ellis of the American Bankers Association. It
established two levels of identification, the present "honest
face"
level
which would accept the same risks as are now prevailing using a credit
card which carries only a name, and a second level which would min
imize or eliminate the risks by introducing an additional verification
technique to be used in conjunction with the present "honest
face"
level.
1. Correspondence from Mr. Bernard Ellis and American Banking
Association Criterion are included in Appendix.
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The American Bankers Association suggested second level verification
techniques included the following system requirements.
1. Public Acceptance - The technique must involve ease
of operation to insure wide public acceptance without
the need of costly promotional efforts.
2. Permanency
- The verification medium must be
permanent and should not require periodic updating
on the part of the user.
3. Self-contained - The technique must not require the
user to carry an additional card or identifier. If the
identification medium is a card, the verification must
be in the card or in the mind of the card holder.
4. Unique - Verification elements for any individual must
be unique so that no two individuals may have identical
elements of verification.
5. Machine processable
- The verification technique must
be machine processable and the intervention of another
individual to complete the verification must not be re-
required. Ultimately it must be possible to verify the
identity of the user, and complete the transaction without




Accuracy approaching 100% should be
attainable. The ABA Committee will later specify the
percentage which will be acceptable within constraints
of other criteria established.
7. Economv - The technique must be sufficiently low
cost to achieve wide usage. Low cost is equated
with the present $20-$30 <1967 figures) cost of
imprinting devices for credit cards.
8. High speed - The verification device must allow real
time use with virtually instantaneous reaction.
The original criterion was established in 19 67 by the American
Bankers Association, Personal Identification Project Committee. The
criteria was verified, prior to this study, in a May 26, 1970 letter to
the author from project coordinator, Mr. Bernard Ellis.
*
In this credit card verification study, a system developed by
the author, was evaluated which would meet the primary criterion
established by the American Bankers Association. It consisted of an
electronic credit card, an owner memory number, and an inexpensive
credit card verifier, all combined into an overall credit card verifica
tion system. It is shown schematically in Figure 1.
1. Personal let tv from Mr. Bernard Ellis, Project Coordinator,
American Bankers Association, May 26, 1970. See Appendix.
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The following is a comparison between the American Bankers Assoc















3. Self-contained Yes Owner needs memory
number and electronic
credit card
4. Unique - no
duplication
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The electronic credit card is
inserted into the verifier and dials
A, B, and C are set to
the owner's memory code (3, 3, 3, in this
instance). If the card electronics
and memory number are a solu
tion set, the
"OK"
light will be illuminated.
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This Research Study was undertaken to evaluate credit card
user response to the proposed verification system. A hypothesis was
established which would measure the acceptance of the proposed credit
card system. Sub -hypotheses were established to measure the accept
ance of a telephone number or social security number to be used as
the owner memory number. The Group Depth Interview,
*
a situation
where information is sought from a number of interacting individuals
at the same time, using a combination of probing and direct inquiry
techniques, was chosen as the research vehicle for the study. Better
to determine social class acceptance of the proposed system, the
sample was drawn from twelve separate demographic groups whose
income levels were reported in studies by the U. S. Department of
Commerce. Separate Group Depth Interviews were conducted using
a moderator and a planned script which included a series of open-
ended, group participation questions.
Timeliness of the study is apparent because Business Week
Magazine^
published a recent special report which looked ahead into
the projected cashless and checkless society of the 1980's. The follow
ing were the anticipated next decade changes among the nation's 14, 000
banks which currently hold more than 400 billion dollars in deposits.
1. A single identification card which will replace cash in
all but a few minor transactions.
1. Alfred E. Goldman, "The Group Depth Interview", Journal of
Marketing, Volume 2 6, July 1962, P. 61
2. Special Repc t, "Money Goes Electronic in the 1970's", Business
Week Magazine, January 13, 1968, pp 54-69
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2. Credit will become more readily available, changing
many buying and borrowing habits.
3. Banking "float", the practice of using free short-term
loans for two or three days will vanish. The time value
of money will take on even greater significance.
4. Service fees will provide banks with an even larger
share of their profits.
5. Banks will move on collision courses with other
industries such as the insurance industry, investment
bankers, loan companies, retailers, and service
bureaus.
6. New concepts of banking regulations will evolve.
The proliferation of bank credit cards in circulation in the
United States is such that they have increased by an order of mag
nitude in about 5 years, from 5 million in 1965 to 50 million in 1969,
issued by over 8000 national banks. It is estimated that bank cards
accounted for 2 percent of the 120 billion dollars worth of consumer
debt outstanding in 1968.
*
Figure 2, from Federal Reserve Board
data, shows the distribution of consumer debt for bank credit cards,
retail charge accounts, department stores and oil companies. Within
10 years, the banks estimate that bank cards will represent 25 percent
1. Staff article, "The Santa Claus That Makes You Pay", Business
Week, December 20, 1969, P. 79
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of the outstanding consumer debt, depending primarily whether banks
can get their cards accepted by the large department stores.
CREDIT CARD GROWTH
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1. Staff article, "The Santa Claus That Makes You Pay", Business
Week, December 20, 1969, P. 79
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n Literature
Utilization of Marketing Research as an investigatory tool to
determine an individual's credit card use motivation suggests that the
researcher draw upon and utilize prior motivational findings from the
fields of psychology, anthropology, and behavioral sciences. The main
roots of motivational research are in psychology, anthropology, and the
behavioral sciences. To ask why people act the way they do, is to
inquire into motivation. Any motivation theory must take into account
the fact that the human organism behaves sometimes as an integrated
whole, but at other times does not.







The antecedents are the input stimuli which trigger action;
behavior is the output or result. An individual's mental processes
stand between the inputs and outputs and are forever hidden from view.
1. Paul T. Young, Motivation and Emotion, John Wiley & Sons, p. 1
2. D.J. Luck, H.G. Wales, D.A. Taylor, Marketing Research,
Englewood Cliffs, N.J., Prentice Hall 1961, p. 393




4. James Engel, "Consumer Behavior", American Marketing
Association Publication, 1968, p. 3
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Motivational research is among the newest areas in marketing research,
having been employed to a significant extent only since 1950. The credit
card, as a newcomer to our society has received relatively little
atten-
tion from market researchers and behavioral scientists. Two Pennsyl
vania State University Professors, John Slocum, Jr. and H. Lee
Mathews recently published two studies involving Social Class and Con
sumer Credit Behavior. In the first published study^ the authors utilized
a random sample mail questionnaire in a large eastern metropolitan
area to determine the correlation between Social Class and Commercial
Bank Credit. A random sample of 4316 credit card holders was drawn
from the files of a large commercial bank and a questionnaire mailed
to each bank credit card holder. The 2187 returned questionnaires
were evaluated using a two-factor index combining occupation and edu
cation to measure an individual's social class membership. Table 1
presents the basic findings of the study. The data shows that the per
centage of installment use from upper class to lower class increases
from 52 percent to 82 percent, and an increase is shown for each class.
Thus the study concludes that members of different social classes ex
hibit different credit card use patterns.
In a second study, Mathews and Slocum utilized a universe of
250, 000 commercial bank credit card holders in a large eastern
metro-
1. Luck, Wales, Taylor, Marketing Research, P. 406
2. H. Lee Mathews, John Slocum Jr. , "Social Class and Commercial Bank
Credit Card Usage", Journal of Marketing, Vol. 33, No. 1, January
1969, pp 71-78
3. H. Lee Mathews, John Slocum Jr. , "Social Class and Income as Indi
cators pf Consumer Behavior, Journal of Marketing, Vol. 34, April
1970, pp 69-74
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politan area. A questionnaire was mailed to 4316 card holders on a
random basis; 2187 were returned and 2032 were usable. The
question-
naire data provided demographic information to determine credit card
holders'
attitudes toward credit and to ascertain those consumer goods
considered acceptable to charge with a commercial bank credit card.
Data concerning the use of the commercial bank credit card were obtain
ed from the participating financial institution. Effects of social class
membership upon consumer credit card behavior is presented in Table
2. The data supports the research hypothesis that credit usage varies
with social class membership. Percentage of upper class people who
use credit cards for installment purposes is 55. 3 as compared to 87. 1
percent for the members of the lower class. Table 3 shows that the
percentage of credit card installment increases from 60 percent for
upper income groups to 83 percent for lower income groups. From the
two studies, it is apparent that credit cards are used by all socio




Use of Commercial Bank Credit Cards by Social
Class'









Upper Class 89 48 97 52 186 100
Upper Middle
Class 158 38 263 62 421 100
Middle Class 154 29 381 71 535 100
Lower Middle
Class 152 24 492 76 644 100
Lower Class 21 18 89 82 110 100
Totals 574 1,322 1,896
*A chi-square analysis indicates that these findings are significant at the .001 level
of confidence.
Slocum and Mathews, Journal of Marketing, January 1969, p. 73
TABLE 2 _
Use op Commercial Bank Credit Cards by Social
Class*
Convenience Installment Row Total
Social Class Number Percent Number Percent
Number Percent
Upper Class 88 44.7 109 55.3 197
100.0
Upper Middle Class 157 34.7 296 65.3 453
100.0
Middle Class 143 25.2 424 74.8 567
100.0
Lower Middle Class 124 17.8 574 82.2
698 100.0




*A Chi-square analysis indicates that these findings are .
significant at the .001 level
of confidence.
Slocum and Mathews, Journal of Marketing, April 1970, p. 71
TABLE 3
Use of Commercial Bank Credit Cards by Income
Category*
Convenience Installment Row Total
Income Per- Per- Per-







































*A Chi-square analysis indicates that these findings are significant at the .001 level
of confidence.
Slocum and Mathews, Journal of Marketing, April 1970, p. 71
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It has been said that the major economic decisions are made
by households, business firms, trade unions, or units of government
rather than by individuals. This statement should not be understood
to mean that economic decisions are always group decisions because
the individual as a member of the group, exerts considerable influence
among the groups. The individual participating in a face-to-face de
cision-making group is also influenced by his particular life style
culture and sub-culture group.
3
Anthropologist Burleigh Gardner, executive director of Social
Research Institute of Chicago, has summarized six characteristics of
the forces influencing behavior- forces which operate over a broad
range of mans activity, including the selection of consumer goods.
Gardner says the individual:
1. Has a strong drive to live
2 . Is a part of his culture and is influenced by its broad
social environment
3. Has social influence, the most important of which is
family, neighborhood, and community environment
4. Develops patterns which become his personality
5. Tends to reflect the broad pattern of personality
of his group
6. Develops a process of symbolic communication
1. George Katona, The Powerful Consumer, McGraw-Hill Book Company
New York, 1960, p. 155
2. Kassarjian and Robertson, Perspectives in Consumer Behavior, Glenview,
Illinois,, Scott, Foresman & Company 1968, p. 405
3. Burleigh Gardner, "The ABC of Motivation Research", Business Topics
Vol. 7, pp 25-44
'
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An anthropologist thus places man in a cultural web from which
he cannot easily escape. Forces as outlined by Gardner operate from
birth to death and are laid upon practically everyone in a given society.
The web -like framework has been given a domain by sociologist Omar
Moore and psychologist Donald Lewis in their article, Learning Theory
and Culture. They have defined seven characteristics of culture which
describe its domain.
DOMAIN
1. Culture is learned
2. Culture is inculcated
3. Culture is social
4. Culture is ideational
5. Culture is gratifying
6. Culture is adaptive
7. Culture is integrative
LOGIC (Murdock)
learned tendencies through life
experiences
man is able to pass his acquired
habits to his offspring
group habits which members of a
social group share with one another
constitute the culture of that group
linguistic and symbolic behavior
is learned
it satisfys basic biological needs
culture changes and the process of
change appears to be an adoptive one
the elements of a given culture tend
to form a consistent and integrated
whole
1. Lewis Moore, "Learning Theory and Culture, Psychological Review,
Vol 59, pp 380-388
2. G.P. Murdock, "Uniformities in Culture", American Social Review,
1940 Vol. 5, pp 361-369
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Since 1945, theories in the social sciences pertinent to explanation
and prediction of consumer behavior have become increasingly complex.
In the 1930's, psychologists relied heavily on behaviorism, sociologists
on institutional description, anthropologists on close observation of prima
-
tive cultures, and economists on neo-classical utility theory. During the
last 20 years, social scientists in each of the major disciplines have de
veloped studies of differentiation among groups and products and have been
concerned with both processes and structure and how they are inter -related.
The family is the most important face-to-face group to which we
belong, with which we identify ourselves, and with which we share a
common
fate.^
Among the many studies of family organization, the one
carried out by the Survey Research Center is most appropriate. It show
ed the family to be a well -integrated economic unit where major economic
decisions are often made jointly by husband and wife, and when there is a
division of responsibility, it is usually understood and approved by both
partners in marriage. Conflicts about major spending-saving decisions
appear to be much less frequent than mutual adaptation of desires and
wishes. "Whatever the disagreements that may separate husbands from
wives in our society, the question of what major purchases should be
n4
made with family money is not one of the principal sources of conflict.
1. Marguerite C. Burk, "Survey of Interpretations of Consumer Behavior
by Social Scientists", Journal of Farm Economics, Vol. 49, Feb. 1967,
pp 1-31 edited by H. Kassarjian and T. Robertson, Perspectives in
Consumer Behavior, Glenview, Illinois, Scott Foresman & Co. 1968, p. 30
2. George Katona, The Powerful Consumer, New York, McGraw Hill Book Co.
1960, p. 155
3 EH Wolgast, "Do Husbands or Wives Make the Purchasing Decisions",*
Journal ofMarketing, Jan. 1958, pp 155-158
4. George Katona, The Powerful Consumer, p. 156
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The study showed that some decisions, such as purchase of an auto
mobile, had a high probability of being made by the husband, while the
decision to purchase household appliances and furniture would most likely
be made by the wife. Ln the study, as reported by a representative sample
of husbands and wives, both appeared to be well informed about each other's
buying plans and both talked about family plans. Unanticipated purchases
were equally frequent, irrespective of whether purchases were compared
with plans reported earlier by husbands or with those reported by wives.
Katona thus concludes from these and other findings that for surveys
concerning economic motives, attitudes, and plans, husbands and wives
are equally good respondents. He indicated also that husbands must be
interviewed separately if one wishes to determine personal financial net
worth.
For many products, the husband-wife dyad is the decision -making
group,
*
particularly in the purchasing decision process. A study carried
out by Elizabeth Wolgast (1958) as shown in Figure 3, indicated that con
sumer decisions were most often made jointly.
1. Harold Kassarjian and Thomas Roberts, Perspectives in Consumer
Behavior, Glenview, Illinois., Scott Foresman & Co. 1968, p. 276
-29-
FIGURE 3
Keported Decision -Making Patterns in Urban Families (Wolgast, 1958)
Who in Your Family Decides?
When it's Money When
it'
s time to
time to buy About and buy household goods
a car savings Bills and furniture
Wife only 3% 27% 40% 25%
Wife predominantly 1 4 2 11
Both equally 28 48 28 54
Husband predominantly 7 3 2 4
Husband only 51 15 27 4
Don't buy (don't save) 8 3 b 1
Not ascertained 2 a 1 1





b - Less than 0. 5%
Source: Kassarjian and Robertson, Perspectives in Consumer Behavior, p. 277
In his well-documented study of consumer purchasing decisions
in a Philadelphia suburb, William Whythe Jr. gave evidence of the
salesmanship function of groups of neighbors in the purchase of room
air conditioners.
*
The study showed clusters of room air conditioners
among neighbors in the
same block and the absence of air conditioners
in other blocks even by people with similar income and occupation. One
important feature of face-to-face consumption groups as developed in
new suburban communities is "inconspicuous consumption". This means
1. William H. Whyte Jr. , "The Web of Worlsl of Mouth", Fortune
Magazine, November 1954, p. 140
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that nobody wants to attract attention through being different and con
spicuous. Group belonging makes for uniformity of needs and for
similar purchases satisfying those needs.
Another most important face-to-face group which influences
consumer behavior is the work group. The importance of the work
group was first documented by Elton Mayo in his human relations
study in the 1930's at the HawthorneWorks of the Western Electric
Company in Chicago. From a research viewpoint, probably the most
important finding was the gradual discovery of how informal worker
groups were created in spite of management's efforts to discourage
them and how these tended to nullify the efforts of management to
promote greater productivity. These groups evolved production
standards of their own to which most members adhered out of loyalty.
The threat of ostracism was usually enough to keep the rest in line.
It has been a common procedure for studies concerning various
groups of American society to divide the society into socio-economic
classes. Lloyd Warner, in his study, 'Yankee
City"
and well-known
book Social Class in America, has devised a classification scheme
to measure social class on the basis of a four variable classification;
occupation, source of income, residential area, and type of dwelling.
1. George Katona, The Powerful Consumer, New York, McGraw-Hill
Book Company 1960 p. 159
2. Saul Gellerr an, Motivation and Productivity, American Management
Association,, 1963 p.
23





Using this scheme, he divided American society into six classes as
shown in Table 4.
TABLE 4
The Warner Social Class System
Social Class Membership Population Percentage
Upper -upper Aristocracy .5
Lower -upper New rich 1.5
Upper middle Professionals and
Managers 10.0
Lower middle White collar workers 33.0
Upper -lower Blue collar workers 40.0
Lower -lower Unskilled laborers 15.0
Hollingshead and Redlich in their article "Social Stratification
and Psychiatric Disorders", have made similar socio-economic
classifications of the United States.
According to Warner's classification, the upper class is the
aristocracy of birth and wealth, often considered to be the "social
register"
of the community. These are likely to be the prominent
families with at least second or third generation wealth, living gra
ciously and displaying a sense of community responsibility.
1. Kassarjian and Robertson, Perspectives in Consumer Behavior,
p. 373
32
The lower upper class is composed of families with new wealth,
the "nouveau riche'who tend to be wealthy but not fully accepted socially.
These individuals are usually top executives, high salaried professional
men, or owners of large businesses.
The upper middle class consists of professionals such as doctors
and lawyers and managers. This class usually includes the leaders in
a community. They live well, are well educated, display a strong
drive for success. They do not qualify as
"society"
in the social register
sense. In the lower middle class are found the non -managerial office
workers, small business owners, and some highly paid blue collar
workers. The right church, a good neighborhood, and being respectable,
are important concerns.
The upper lower class consists of ordinary working people,
including some skilled workers, the semi-skilled trades, and other
individuals who earn a living with their hands. They believe in taking
each day as it comes, enjoying life, and are not particularly concerned
with striving for respectability. The lower
class consists largely of
unskilled labor.
The relationship between social class affiliation and the adoption
of innovations, such as a new type credit card, has not been clearly
established. Some writers have made statements to the effect that
the upper classes are upholders of the status quo and the lower class
33-
strata are innovators, "in as much as innovational characteristics
differ, it might be hypothesized that no single group is wholly liberal
or conservative in reacting to all innovations. This should apply to
social class groupings as well as to any others.
" *
A research study concerning social class and adoption of
innovations was conducted by
Graham^
in 1951 as a Ph.D. dissertation
study using recent, well-popularized innovations including television,
canasta, super markets, and two forms of health insurance. The
sample population was 150 families in New Haven, Connecticut. They
were distributed in equal numbers into each of six strata, accord
ing to occupation. Telephone interviews were used to determine the
25 for distribution into each of the four upper classes. The 25 cases
representing each of the two lower strata were chosen from the in
active files of the State Employment Service. The essence of the
hypothesis was that social classes will accept innovations to the
extent that the innovational features and cultural characteristics of
the classes are compatible. Table 5, Percentages of Families Accept
ing and Rejecting Innovations by Social Class, is a tabulation of the
results.
1. Saxson Graham, "Class and Conservatism in the Adoption of
Innovations"
edited by H. Kassajian and T. Robertson, Perspectives
in Consumer Behavior, p. 397
2. Ibid, p. 397
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TABLE 5
Percentages of Families Accepting and Rejecting Innovations, by Social Class
Class"













































































Rejecters 80 52 60 76 64 80






For each class. N = 25
DATA SOURCE: Kassajian and Robertson, Perspectives in Consumer
Behavior, P. 399, ed of article by Saxton Graham, Class and Conserva
tism in the Adoptions of Innovations
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The analysis upheld the hypothesis and the classes did vary in
their acceptance of three of the five innovations investigated in the study.
Graham has summarized the findings.
1. The upper classes were conservative in accepting
television.
2. The lower classes were conservative in adopting
cana sta .
3. Both upper and lower strata reacted conservatively to
supermarkets, with the greatest number of accepters
found in the groups between the extreme ends of the
class scale.
4. No class was conservative to a statistically significant
degree in responding to the two innovations in health
insurance.
In summary, Graham's research revealed that the amount of
contact between innovation and potential accepters was crucial in
determining degree of acceptance. He also found that of equal im
portance, was the extent to which innovational characteristics and the
culture of the receiving group were compatible . . . further, no
single class in the sample displayed conservatism in reacting to all
five innovations. Thus, the relationship between class and adoption
of innovations is much more complex than traditionally supposed.
-36-
Credit card adoption and the acceptance of a new verification technique
were judged to follow the same innovator and potential acceptor patterns,
and a group -type interview was thus selected as a vehicle for this study.
Discussion panels, respondent oriented interviews, consumer
conferences, focus group interviews, and the group depth interview are
all gaining popularity as methods of probing more comprehensively
into user motivations. A group has been defined as a number of inter
acting individuals having a commonality of interests. The two criteria
must be satisfied in order to derive the benefits of collecting information
in a group setting. In the group situation, a person is asked an opinion
about something, a product, a distribution system, an advertisement,
a TV program, or candidate for office. In contrast to the individual
interview in which the flow of information is unidirectional from re
spondent to the interviewer- the group setting causes the opinions of
each person to be considered in group discussion. Each individual is
exposed to the ideas of others, and submits his ideas for the considera
tion of the group. It is the interviewer's responsibility to stimulate the
group members to interact with each other, rather than with him.
The establishment of group cohesiveness is dependent in a large
part on the criterion of
"groupness"
- i.e. sharing a common interest.
1. Alfred E. Goldman, "The Group Depth Interview", Journal of
Marketing, V^l. 2 6, p. 61
37
"A number of individuals may be very different in national origin,
religious beliefs, political persuasion and the like, but if they share
a common identity relevant to the discussion, a group can form.
"
This
involves some risks that can be minimized by thoughtful selection of
group members. How may the two characteristics of a group be ex
ploited in eliciting useful information? In what way is it different
from that produced by individual interviewing?
1. Group interaction may stimulate new ideas regarding
the topic under discussion and the idea evaluated on
the spot by the entire group.
2. It is often possible to observe directly the group process
and the behavior of the respondents as they interact with
each other. The group creates or simulates the marketing
situation, depending upon the point at which the decision
process is intercepted. The process of the purchasing
decision is revealed, not the static end result of the
process.
3. Group interviewing provides some idea of the dynamics
of attitudes and opinions. The group setting offers some
idea of the dynamics of opinion initiation, modification
intensity and resistance to change. The pattern of mod
ification of opinion is often more rewarding with regard
1. Goldman, "The Group Depth Interview", Journal of Marketing, p. 62
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to understanding motives than the initial dynamic attitude
study.
4. Discussion in a peer group often promotes greater
spontaneity and candor than can be expected in an
individual interview. In a group setting it is not un
usual for the group members to ignore the presence
of the moderator. Candor is permitted because the
members of the group understand and feel comfortable
with one another- and also tend to draw social strength
from each other. The group provides support to its
members in the expression of anxiety provoking or
socially unpopular ideas.
5. The group setting is emotionally provocative in a way
that an individual interview cannot simulate. Depth
interviewing seeks to bring interpersonal relationships
to light.
According to Dr. Goldman, the five requirements which a
good group depth interview
must meet are:
1. Objectivity
- Avoid bias of interviewer and client
2. Reliability
- The degree to which the information produced
is representative of the population to which it is generalized







motives of behavior. The group depth interview should be
followed by a probability survey to substantiate the hypothesis.
Purchasing decisions of an individual begin as vague general
ideas of the product and become progressively more specific
as the decision-making process proceeds. Intersecting this
process at any one point in time may not adequately reflect
its dynamic nature.
3. Validity
- The assumption that a measure really measures
what it purports to measure. The group situation attempts
to get as close to the actual purchase decision as possible.
4. Intensive analysis - Voluminous data be intensively ana
lyzed. Qualitative analysis in group depth interviews
focuses upon several kinds of data.
5. Marketing Applicability
- The group depth interview is
designed to solve marketing problems.
In summary, the Group Depth Interview technique was
selected as a research method for this study because it has been
shown to be ideally adapted to new product market research, es
pecially in the case
of measuring results of acceptance of a totally
new concept. In addition, the Group Depth Interview provides the
interviewer with comprehensive feedback from pre -selected social
groups .
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Ill Design of Study and Research Methodology
A. Hypothesis and Sub -Hypothesis
The purpose of the study was to determine the present and poten
tial card user's response to a credit card verification system which
offers increased protection against unauthorized use by employing an
electronic credit card and owner memory number. Measurement of
consumer acceptance level for the proposed system requires considera
tion of the following.
1. Present social class acceptance of credit card usage
2. A means of determining individual comprehension of the
new credit card system
3. Consideration of social class interaction in acceptance of a
new concept.
Group Depth Interviewing, including the use of an open ended
questionnaire, a representative demographic sample, and the use of
a demonstrator credit card reader and electronic credit card were
utilized in combination to evaluate the proposed system. The demon
strator model is shown in Figure 4. A hypothesis was established which
stated:
A credit card user is ready to accept a credit card system
which requires the use of a memory number in conjunction
with an electronic credit card. "Ready to
accept"
is defined






























Two sub -hypotheses were established.
1. An individual's telephone number is acceptable to the
card user as the memory number.
2. A social security number is acceptable to the card
user as a memory number.
Classical statistical analysis was utilized to test the hypothesis.
The sampling distribution of P (sample proportion) is normal because
of sample size and central limit theorem. The analysis concentrated
on those who say they prefer the proposed credit card verification
system, and this proportion of the sample becomes the decision para
meter. Two values of
77"
were established, T7~0 = .25 at which point
it would be preferable not to market (accept) the system and -ff^
-
.40,
at which point it would be preferable to market (accept) the proposed




















With regard to the risks:
1. If "77 =
.40,
a B risk has been set at . 10; a Type n
error of not marketing the system.
2. The Type I error is marketing the system when
"77"=
-25.
An orisk has been set at .05.
3. Sampling Distribution:
The normal curve will approximate the sampling dis
tribution of P and if 77*"=
-25, its mean, E(p) is also .25.
VAt-U
The solution for P* (critical value) and n sample size to meet the





p = .zs -f- ,7/0
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Type II Error
The Type II error can occur only if Hj, the alternate hypothesis
is true. The sampling distribution of P will be approximated by the
normal curve and if 7T =




The solution for P* (critical value) and n sample size to













The values of P* and n which will satisfy both equations are













P = .2S ^ .7/* _
Decision Rule:
1. Select random sample of 80.
2. Determine proportion who are ready to accept the proposed
credit card verification system.
3. If 33% or less favor the system, do not market.
Tabulation of the hypothesis, sample size, and appropriate decision
rules are shown in Figure 5 for Users and Figure 6 for Total Sample.
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FIGURE 5


















able as a memory
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73 33% P A 33% Don't
Market
P > 33% Market
2. Telephone
number
73 33? P ^ 33% Don't
Accept
P > 33% Accept
3. Social Security
Number
73 33% P /L 33% Don't
Accept
P > 33% Accept
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The profile of credit card users in the United States includes
several segments.
1. Credit cards used by businessmen where the use is an
extension of the corporation's liability account.
2. Credit cards used by consumers and issued by major
gasoline companies for the purchase of gasoline and
automotive items.
3. Credit cards issued by individual department stores
as an extension of credit to a specific store or group
of stores.
4. All-purpose credit card charge system such as
American Express, Diners Club, Uni-Card, Bank
America Card, and others issued by banks where the
bank becomes the issuing agency, and purchases the
credit directly from the agent, and in turn bills the
customer.
The sample population used for the study came from two
geographical segments of the Metropolitan Rochester, New York area;
the rural village of Churchville, and the City of Rochester. Sales
Management Magazine,
1
June 10, 1970 reported Rochester Metro
politan's several counties sales
and income figures for 1969 as shown
1. "Effective Buying Income and Cash Income Estimates", Sales
Management, Volume 104, No. 13, June 10, 1970, Section C
-48-
in Figure 7 and Figure 8.
FIGURE 7
Per capita





SOURCE: Sales Management, Vol. 104, June 10, 1970, Section C
FIGURE 8












































28.7 29.0 15 23.9 5.0 21.8
NOTE: H = Households
Inc = Income
SOURCE: Sales Management, Vol. 104, June 10, 1970, Section C
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Prior research studies have shown that credit cards are used
by all segments of the United States population and, therefore, this
study drew its sample from an equally broad demographic profile of
adults. To generate the total sample population, neighbors, village
business associates, school teachers, and farm managers who were
Churchville acquaintances of the author were categorized into the U.S.
Department of Commerce demographic segments as shown in Figure 9,
as were Rochester area engineers, managers, clerical workers,
assembly line workers, laborers, and secretaries. After an initial
trial interview to test the questionnaire, twelve separate group depth
interviews were held, one for each category listed in Figure 9. Prior
to holding a given interview session, samples of 5 to 6 were drawn
from the segmented lists of acquaintances. They were then invited to
a scheduled session. If a selected sample member was unable to attend
the interview, an additional individual was then selected from the same
sample group, until the optimum size of six was attained. In several
cases the attendance was greater than the optimum, as participants
cleared their late standing engagements to attend.
Social Class has been defined as a relatively permanent and
homogenious division in society into which individuals or families can be
categorized when being compared with other individuals or families in so
ciety. Research findings of prominent sociologists and psychologists have
verified the high correlation between an individual's occupation and his
social class. Thus, the use of U.S. Department of Commerce occupational




DEMOGRAPHIC COMPOSITION OF INTERVIEW GROUPS
U.S. Department of Commerce U.S. Dept.
Classification (Statistical Ab- Commerce re





16 0 Engineers, technical $11,218
Managers, salaried (Middle $ 9,465
line management)
, Professional, technical and $ 9,205





Teachers, elementary $ 7, 629
and secondary schools
Manufacturing workers, durable $ 6,449
goods (assembly line workers)
0 Clerical workers, except $ 6,544
secretaries
Other salaried workers $ 6,542
Mfg. -eng. personnel
Other salaried workers $ 6, 008
(secretaries)
10 4 0 Laborers (warehouse workers) $ 5, 133
11 5 3 Farm managers $ 3,547
12 2. Housewives and husbands No single
Classification
sr 25 -51-
Each group depth interview was conducted by a moderator who
was familiar with the use of credit cards. Churchville sessions were
held in the author's home and conducted byMrs. Arlidge. The Rochester
area interviews, moderated by the author, were held at an industrial
plant, some in the conference room, some in the cafeteria, and some
in the parking lot.
For each session, the moderator followed a prescribed script
which consisted of major
sections:1
1. Definition of Marketing Research
2. Brief description of the study
3. Use of tape recorder
4. Questions to determine present credit card usage
5. Question to probe for recent good or bad credit
card user experiences
6. Question designed to convey to the user the consequences
of a lost credit card
The electronic credit card concept was then explained and
demonstrated using a typical
electronic credit card with memory
number and an inexpensive card reader. Members of the group were
questioned to make certain that the operation of the overall system
was understood. A series of four probing questions came next. These
questions attempted to reveal the information needed to test the
hypo-
1. See Appendix for detailed questionnaire.
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theses for user acceptance, use of telephone memory number, and use
of social security memory number.
Social status, income level, and geographical locations, as a
profile of a typical credit card user, has not been well defined. The
estimated 300 million present-day users have become users largely
as the result of a series of unsolicited mass mailings by the major
gasoline companies, and the major bank-card operations. In the
sample group, every effort was made to achieve a similar widespread
grouping of individuals, including husband -wife groups and single males
and females. Interview results, from the sample of 73 users, indicated
that more than half of the group accepted the proposed credit card veri
fication technique. The group interviewed was limited to acquaintances
of the author and his wife, but there is every reason to believe that it
represented a wide range of the middle income group. As with most
studies, it is difficult to interview members of the upper income and
lower income groups. They were not included in this study. Geographical
limitations, too, are not felt to prejudice the study because the Rochester
area is quite typical of the leading 24 cities and metropolitan areas of the
United States, except for weather. Limitations of the study have been
divided into three areas, sample population, sample size, and inter
pretation of the data.
1. Staff Article, Rochester Democrat and Chronicle, December 13, 1970
Section C, page 32
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B. Limitations of Study
1. Sample Population
a. The total population, drawn from Monroe County area,
included acquaintances, business associates, and com
munity neighbors of the author, and therefore it might
be biased.
b. No actual income figures were obtained from the group
samples, but they should correlate with national income
figures published by the U.S. Department of Commerce.
c. Sample groups represented primarily the middle income
groups. The upper and lower income groups were not
well represented.
d. The sample did not include older, retired persons, youth,
or college students. It does, however, cover the major
buying power groups.
e. The sample members were not paid as is customary with
professional depth interview groups. However, it is not
anticipated that pay should affect the study results.
2. Sample Size
a. Sample size of 73 was stratified. This is not unusual
with Group Depth Interviewing.
b. "Husbands and wives
groups"
comprised half the total
sample. It is not known how the other all-male groups
would have responded in the presence of their wives.
c. The statistics called for a sample of 80. The actual
sample of 73 had the effect of increasing the Beta risk
to 11%, and the Alpha risk to . 057%.
3. Interpretation of Data
a. Qualitative tape recorded data was interpreted into
quantitative data; judgement errors may have occurred.
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b. The presence of a tape recorder may have influenced
some responses, but the use of an inconspicuous
non-
directional high-gain microphone probably reduced
audience stage fright.
c. In evaluating the sample results for acceptance of the





were grouped as negative.
d. Bank card, gasoline card, and other credit card holders
were grouped in summarizing data to test the hypothesis.
e. At the industrial site, interviews were held in the prox
imity of the
workers'
area, to give a more relaxed
attitude toward questions asked during the study and
improve the reliability of the answers.
IN SUMMARY
The study revealed that 55% of credit card users and 40% of
present users and non -users are ready to accept a credit card system
which will provide increased protection against loss and fraudulent
use. In general, acceptance is independent of social class, income
level, male -female decision group or user gender.
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rv Presentation of Results
The twelve -group depth interviews covered a three -month time
span starting August 1970. To test the hypothesis, each
participants'
response was separately recorded and summarized from the taped
Group Depth Interviews. A questionnaire form provided the qualita
tive-quantitative data acquisition. The sample results were divided
into two major categories, credit card user, and non-user. User
telephone number and/or social security number as a memory number
on the credit card were also evaluated to determine user acceptance.
Figure 10 is a decision tree analysis of the 73 persons inter
viewed, and Table 6 is a presentation of results.
Like System
.9







Not like - 2
No comment - 6
1. See index for sample form.
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TABLE 6
TABULATIONS OF TOTAL SAMPLE WITH RESPECT TO PROPOSED SYSTEM ACCEPTANCE
SAMPLE LIKE NOT LIKE NO COMMENT TOTAL
1. CARD USER -'29 9 14 52
2. NOT CARD
USER
13 2 6 21
TOTAL 42 11 20 73
The decision rule for hypothesis acceptance is shown in Table 7. The
sample proportion percentage of 40 percent is greater than the required
33 percent to meet the critical value.
TABLE 7
CRITICAL VALUE AND SAMPLE PROPORTION FOR CREDIT CARD USER







52 333 29/73 = 40%
The hypothesis, having been met,
the user sample was then evaluated for
the sub -hypothesis telephone number
and social security number.
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Figure 11 is a decision tree analysis of the credit card users who like
the proposed system and their acceptance of a telephone number and/or
social security number for the card memory.
FIGURE 11

















TELEPHONE NO. SOCIAL SECURITY NO.
ACCEPT NOT ACCEPT NOT
1. CARD USER 5 47 24 28
The decision rules for telephone number and social security number are pre
sented in Table 8.
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TABLE 8






1. Telephone number 52
is acceptable
to user
33% 5/73 = 73
2. Social Security 52
number is accept
able to user
333 24/73 = 33%
The decision rule was do not accept when the sample proportion was less than
33%. Therefore, the sub-hypothesis was not met for the telephone number, and
was barely met for the owner social security number.
Table 9 is an overall tabulation of the 73 persons interviewed for total
group response (users and non-users grouped) .
TABLE 9







SAMPLE LIKE NOT LIKE LIKE
J"





42 31 7 66 30 43
Percent 57.5 42.5 ! 9.6 90.4 41.0 59.0
On the basis of the total sample, the hypothesis was met for acceptance of the
system, was not met for the telephone number, and was barely met for the social
security number. Table 10 is a comparison using critical value and sample pro
portion as a basis.
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TABLE 10





1. Proposed system is acceptable 55.6% 40%
2. Telephone number is acceptable 9.6%
3. Social Security number is
acceptable 46.0% 33%
TABLE 11
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Of the twelve demographic groups, six included husbands and
their wives. The survey results were analyzed to determine differences
in acceptance of the electronic credit card, the owner telephone number,
and the owner social security number. Table 13 is a presentation
of Husband-Wife acceptance, Table 14 is a presentation of the remain
ing groups and Table 15 is a comparison between the two groups.
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TABLE 13
























5 2 4 1 2 2 4
3 School
Administrators 5 0 1 0 1 0 1
4 Business
Managers
11 7 7 0 0 6 6
5 Elementary
Teachers
7 2 4 0 0 1 2
Farm
Managers
8 3 5 2 2 2 2
12 Houswives 5 2 4 0 0 2 2


























1 Engineer 6 3 3 0 0 2 2
6 Assembly-
line workers








4 2 | 3
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32 13 17 11 13
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TABLE 15



















HUSBAND-WIFE GROUPS 39% 61% 7.3% 12.2% 31.5% 41.5%
OTHER GROUPS 40.5% 53% 10 . 7% 10% 34.4% 40.5%
The demographic groups were analyzed to determine whether there was a
pattern of demographic group income level as reported by the U. S. Depart
ment of Commerce and credit card acceptance. The eleven group income,
(housewife group was excluded) , was
averaged and the acceptance information
from Table 12, Summary of the Twelve Group Sessions, was pared with the
appropriate grouping; income greater than average as shown in Table 16,
income less than average as shown in Table 17, and the summary, Table 18.
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TABLE 16
























1 Engineers 6 3 3 0 0 2 2
2 Middle-
line Managers 5 2 4 1 2 2 4
3 School
Administrators 5 0 1 0 1 0 1
4 Business
Managers 11 7 7 0 0 6 6
5 Elementary
Teachers 7 2 4 0 0 1 2
34 14 19 11 15
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TABLE 17
























line workers 5 3 3 0 0 3 3
7 Clerical
workers 4 2 3 1 1 2 3
8 Manufacturing-
Engineering
Personnel 7 3 5 1 1 3 4







workers 4 2 3 0 0 1 1
11 Farm
Managers 8 3 5
i
i
2 2 2 2
34 13 19 11 13
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TABLE 18



















THAN AVERAGE 41.3% 56% 3.3% 3.8% 32.4% 44.0%
INCOME LESS
THAN AVERAGE 38.2% 56% 11.8% 11.8% 32.4% 58.4%
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TABLE 19











3 5 School Adm. 0 .20




6 5 Mfg. Workers
Assembly Line
.75 .60
7 4 Clerical Workers .66 .75
8 7 Mfg.-Eng. Personnel .60 .71
9 6 Secretaries 0 0
10 4 Warehouse Workers 1.00 .75
11 8 Farm Managers 1.00 .635
12 5 Housewives .66 .80
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V Discussion of Results
Classical statistics were used to test the major and sub -hypotheses.
They are restated here for review.
Hypothesis: A credit card user is ready to accept a credit card
system which requires a memory number to be used
in conjunction with an electronic credit card (to obtain
increased protection against fraudulent use).
Sub-Hypothesis An individual's telephone number will be acceptable
Number I
to the card user as a memory number.
Sub -Hypothesis A Social Security number will be acceptable to the
Number II
card user as a memory number.
On the basis of the total sample, data showed the hypothesis and
social security number sub -hypothesis were met for the credit card user
category and total sample category. Neither the user or total sample
group would accept the telephone number as a memory number. The
reason most frequently mentioned was public nature of the telephone
number.
From the data, it appears that there is little difference in accept
ance of the hypothesis and sub -hypothesis on the basis of:
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1. Husband -wife interview group decision influence as compared
with all-male or all -female groups as shown in Table 15
2. Income greater than the demographic group average as com
pared with income less than the demographic group average
of income as shown in Table 18
The acceptance level for the social security number is 41% for
those
"liking"
the system, and less for those who were grouped in the
indifferent and not-liking category.
It is interesting to note that the secretaries, as a group, totally
rejected the study in the user and non-user categories. The taped inter
view was restudied to verify the results. The secretary group included
married and non-married women with a 20-year age span. They were
participative in the discussion and even offered helpful suggestions con
cerning the proposed verification system.
Demographic Group Acceptance Averages Greater
than 12 Group Average
1. Credit Card Users (average group acceptance 55.6%) in Increasing
Order of Acceptance
a. Manufacturing -Engineering Personnel
b. Middle Line Managers
c. Clerical Workers
d. Housewives





2. Total Sample (average group acceptance 57.5%)
Order of Acceptance
a. Manufacturing-Engineering Personnel
b. Middle Line Managers
c. Clerical Workers
d. Housewives





The sample included 15 husband-wife participating units, from
six demographic groups. Their responses were compared for likeness
using the hypothesis and sub -hypothesis as a reference. (Table 2 0).
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TABLE 20
Husband -Wife Pared Decision Making
-










Managers 2 1 1 2
Housewives 2 2 2 2
School Ad
ministrators 2 1 2 0
Elementary
Teachers 3 2 3 1
Farm
Managers 3 2 3 2
Business
Managers 3 2 3 1
TOTAL 15 10 14 8
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Overall Comments from Members of the Sample
1. The sample interviewed indicated that they would prefer one
credit card which could be used for the majority of purchases.
2. Probing questions in the Group Depth Interview brought clearly
into the conversation the consequences of a lost credit card, including the
possibility of fraudulent use and recommended procedures in reporting
a card loss to the issuing company.
3. The driver's license was suggested by one group as an al
ternative to the use of a social security number until they realized that
not everyone has a driver's license,
4. Some mentioned that a credit charge would make the seller
more responsive to returning a prior purchase.
5. Many mentioned that they would not pay any more for imple
menting the electronic system because it is more for the store's pro
tection, and no group indicated increased credit card usage if an
electronic card system were installed.
6. The secretary group was totally negative to the hypothesis
and sub -hypotheses.
7. Every group reported at least one poor experience with
respect to credit card billing errors.
8. Few persons had lost their credit cards, and no one ex
perienced fraudulent use of their lost credit card.
-74-
VI CONCLUSIONS AND RECOMMENDATIONS
A. Study Conclusions
Acceptance of a new consumer concept, much like a purchasing
decision, is often a social act in that the items are considered in the
context of what others think of the product and what others think of them
for having purchased it. The Group Depth Interview, a situation in
which information is sought from a number of interacting individuals
I
at the same time, seeks to simulate the decision -making environment
for study by the use of a combination of probing and direct inquiry
techniques.
The results of this Research Project suggest that consumers,
as present and potential credit card users, are ready for a system
which would provide increased protection against fraudulent use if their
cards are lost or stolen. There was little difference in acceptance for
card users only and total group; for husband -wife only and non husband
-
wife group; and acceptance was independent of income level.
B. Recommendations for Further Study
Statistically bridging the jump between consumers liking the
proposed credit card system and consumer acceptance will require
actual field testing. The Research Study utilized a simulated electronic
credit card system to explain the concept, but it will likely be a more
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complex situation when the user is actually called upon to present his
credit card and memory number to make an actual charge.
With respect to the hypothesis measurement, the no-comment
group represented 27 percent of the card users and 28. 5 percent of the
total group. For statistical purposes the no -comment group was treated
as a negative vote. However, had it been possible to get an opinion from
the no group, and assuming that it split equally, acceptance of the overall
concept would have been approximately three out of four interviewed. A
follow-up study of the no -comment group would be most revealing.
The demographic sample of 12 groups and 73 persons was drawn
largely from the upper middle, lower middle, and upper lower social
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GRADUATE RESEARCH THESIS ON CREDIT CARDS
Professor Eugene Fram, Dean Arlidge
Script for presentation of the information and procedure for the Group
Sessions
OPENING
At the opening of the session, the moderator will act as host and thank those
attending for responding to the written invitation. The moderator will fill out
first name badges, give them to the participants, introduce everyone, and
indicate the session will use only first names. The moderator will explain
that the short discussion will be put onto tape to reduce the problem of taking
notes. The moderator will give a brief definition of "market research", such
as:
Market research is a method of finding out more about
a customer's needs, the probable customer acceptance
of a new product or customer problems with a given
product. It involves a careful field study consisting of
interviews with a sample of customers and an appraisal
of the results. When all of the data has been taken, the
findings are summarized into a report called a market
study.
The moderator will indicate that the group is participating in a marketing study
which is a Research Thesis for a marketing course at Rochester Institute of
Technology. It will not be used commercially, but the findings may be published.
The moderator will then review the purpose of the meeting to be to talk about
credit cards and get personal opinions concerning their use. A question and ans
wer technique will be used and everyone in the group is urged to give their
opinions freely.
The tape recorder will be turned on, its operation verified, and the taping be
gun.
QUESTION 1
The moderator will then go around the table and ask each in turn, by their first
name, if they have a credit card. Purpose of question: This will give an audio
attendance record and identify the voice with the name for later reference. From




How many times within the past week was your credit card used, and what for?
(To be directed to those who answered yes to question 1. ) The moderator, to
clarify any points not clear, using the term, "now, just for the record
!"
QUESTION 3
Have you had any recent good or bad experiences with credit cards?
The moderator will try to get the participant to talk about the experiences and
get others to comment wherever possible.
Purpose of question: Begin to build a group background of experiences as a
reference for later use.
QUESTION 4
How many times within the last week did you use your credit card?
For gasoline purchases?
For a major purchase item such as a lawnmower or a piece of furniture?
Purpose of question: Determine quantitative usage information.
QUESTION 5
Have you ever lost your credit card?
If so, what happened?
What do you think might happen if you lost your credit card?
Purpose of question: To convey to whole group the adverse consequences of
a lost credit card.
INTRODUCTION OF ELECTRONIC CREDIT CARD CONCEPT
The moderator will mention the idea of a credit card verification system which
will require the use of a memory number and an electronic credit card to reduce
the risk of fraudulent use. He will review the proposed use of the credit card
which involves the use of a memory number combination to be used with a credit
card and a simple electronic reader.





To make certain that the group understands the verification card system, the
moderator will ask:
Now, if your neighbor loaned you his credit card and you
forgot the combination number, could you make a credit
card charge?
QUESTION 6
What do you think of the proposed system?
Purpose of the question: Get general response concerning the system.
QUESTION 7
What do you think are the advantages and disadvantages of such a system?
Purpose of question: To determine just how much the group would support the
proposed system.
QUESTION 8
1. How about using your telephone number as a memory combination number?
2. How about using a social security number for the credit card system (with
card)?
QUESTION 9
Have any of you not used a credit card
within the past year because of the
possibility of loss?
If you are presently using a credit card,
would this system cause you to use it
more often?
If the group appears to have more
to say, the moderator will attempt to draw








The Verification Subcommittee of the Personal
Identification Project of The American Bankers Association
suggests the following criteria for th- verification technique
to be incorporated into the ultimate system of identification.
Purpose and Objective
In tomorrow's society an individual using his given
name and a permanently assigned identity number may be further
required to verify that he is indeed the individual having .
that name and number .
The Verification Subcommittee of the PIP Committee
sponsored by the ABA has the primary objective of recommending
for universal adoption to all industries verification tech
niques which will be widely acceptable with minimum risk.
Levels of Verification
It is recognized that practical operation of
tomorrow's transfer system may require two levels of identifi
cation and verification. The first level might accept the
same risks as are now acceptable for example, in the use of
credit cards carrying a name with or without a signature.
The second level would eliminate or minimize risks
by introducing an additional verification technique to be used
in conjunction with the basic identification. The criteria
suggested below apply to this second level technique.
Public Acceptance
The verification technique must involve such ease
of operation as to justify -wide public acceptance
without extended and costly promotional efforts.
Permanency
The verification medium must be permanent and should
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3. Self Contained
The verification technique must not require the user
to carry an additional card or identifier. If the
identification medium is a card for example, the
verification must be in the card or in the mind of
the card holder .
Unique
Verification elements for any individual must be
unique so that no two individuals may have identical
elements for verification.
5 Machine Processable
The verification technique must be machine processable
and the intervention of another individual to complete
verification must not be required. Ultimately it must
be possible to verify the identity of the user and to
complete the transaction without the help of any other
individual .
Accuracy
Accuracy approaching 100^ should be attainable. The
PIP Committee will endeavor to specify what percentage
of failure will be acceptable within the constraints
of the other criteria established.
7. Economy
The verification technique must be sufficiently low in
cost to achieve wide usage. (in this context "low
cost"
is equated with the present $20-30 cost of imprinting
devices for credit cards.)
8. High Speed
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1775 Mt. Read Boulevard
Rochester, New York 14603
Dear Mr. Arlidge:
This is in reply to your letter of May 19 regarding personal
identity verification.
Work in this area is now being carried out by regular A.B.A.
staff members, although no change has been made in the original
criteria suggested by the Personal Identification Project (PIP)
Committee in 1967. We expect to distribute an up-dated report on
verification before the end of this year, and will send you one,
although we realize it may not reach you in time for use in your
thesis.




v/ Bernard Jy Ellis
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